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Introduction 


This ten year Journal of Public Policy & Marketing index includes both a Subject 
Index and Author Index. The subject index covers all 148 articles published during 
JPP&M’s first decade, 1982-1991. The author index lists the 212 authors 
alphabetically. The index spans the stewardship of the initial two JPP&M editors: 
Thomas C. Kinnear and Patrick E. Murphy. 

Before briefly describing the index, two preliminary facts about JPP&M’s 
history are important to consider. First, it was founded by Tom Kinnear as a 
publication of the Division of Research in the School of Business Administration at 
the University of Michigan. Second, the journal was published annually through 
1990, when it was acquired by the American Marketing Association, and then 
became a semiannual publication. 

Articles are indexed by nineteen subject categories. Every article is listed under 
its primary category and most appear in a secondary one as well. Advertising is the 
subject of most of the articles (44). The areas of consumer issues, the Federal Trade 
Commission, marketing, and legal issues contain over twenty articles each and seem 
to be public policy topics of primary concern to our field. The interest in consumer 
issues and the FTC was roughly constant over the ten years (except for the 1988 
special issue containing seven FTC articles). Attention to marketing issues was 
heavier in the earlier years, while more articles on legal issues appeared during the 
later years. 

Several other topics of considerable interest had 10 to 18 entries in the subject 
index. They include health and warning labels, product liability and safety, 
environmental, energy, and international issues. The emphasis also changed here 
during the ten years: Health and warning labels and environmental issues have 
received the most attention in recent years (the special Fall 1991 issue contained 
nine articles on environmental policy). On the other hand, energy was a topic of 
more frequent concern in the early and mid 1980s, with only one article appearing 
after 1985. Somewhat surprisingly, articles dealing with international topics have 
appeared at a low but constant rate of approximately one per year. The remaining 
nine categories contain between three and eight articles. 

You are encouraged to examine this index to gain an appreciation for the range 
of contributions to the public policy field during JPP&M’s first decade. However, 
there are many untapped possibilities for future research on important policy 
questions. In using this index, I hope that you will find assistance for your present 
projects as well as stimulation for further reading and new research initiatives. 
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Animated Host-Selling Advertisements: Their Impact 
On Young Childrens’ Recognition, Attitudes, and 
Behavior 

Mariea Grubbs Hoy, Clifford E. Young and 
John C. Mowen 

Vol. 5, 1986, 171-184 


Advertising —Looking Glass or Molder of the 
Masses? 

Geoffrey P. Lantos 

Vol. 6, 1987, 104-128 


Is it Safe to Call Something Safe? The Law of 
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Self-Regulation of Sex Role Stereotyping In 
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Robert G. Wyckham 

Vol. 6, 1987, 76-92 


The Case For and Against Televised Political Adver- 
tising: Implications for Research and Public Policy 

Gene R. Laczniak and Clarke L. Caywood 

Vol. 6, 1987, 16-32 


The FTC and Deceptive Advertising in the 1980’s: 
Are Consumers Being Adequately Protected? 

Thomas C. Kinnear and Ann R. Root 

Vol. 7, 1988, 40-48 


The FTC and the Effectiveness of Cigarette 
Advertising Regulations 

Robert McAuliffe 

Vol. 7, 1988, 49-64 
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Issues and Alternatives 
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Vol. 7, 1988, 98-113 


Improving NAD/NARB Self-Regulation of 
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Gordon E. Miracle and Terence R. Nevett 

Vol. 7, 1988, 114-126 


Disclaimer Footnotes in Ads: Discrepancies Between 
Purpose and Performance? 

Ellen R. Foxman, Darrel D. Muehling, and 
Patrick A. Moore 

Vol. 7, 1988, 127-137 


The Informational Content of Cigarette Advertising: 
1926-1986 

Debra Jones Ringold and John E. Calfee 

Vol. 8, 1989, 1-23 


. Counting Advertising Assertions to Assess 


Regulatory Policy: When It Doesn’t Add Up 
Joel B. Cohen 
Vol. 8, 1989, 24-29 


Filters, Flavors...Flim-Flam, Too! On ‘‘Health 
Information’’ and Policy Implications in Cigarette 
Advertising 
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Clarke L. Caywood and Ivan L. Preston 
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Analysis 
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Advertising Prescription Drugs to the Public: 
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An Assessment of Assumptions Underlying the 
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Vol. 9, 1990, 85-99 


Assimilation and Contrast Effects in Product 
Performance Perceptions Implications for Public 
Policy 
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. The Economics of Information: An Empirical 


Approach to Nelson’s Search-Experience 
Framework 

Darlene Brannigan Smith 
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The Role of Empirical Evidence in the Federal 
Regulation of Advertising 

Debra K. Owen and Joyce E. Plyler 

Vol. 10, no. 1, 1991, 1-14 


Changes in the Visual Imagery of Print Cigarette 
Ads, 1954-1986 
Karen Whitehall King, Leonard N. Reid, 
Young Sook Moon and Debra Jones Ringold 
Vol. 10, no. 1, 1991, 63-80 


Environmental Advertising Claims: A Preliminary 
Investigation 
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the Lanham Act Gone Too Far? 
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Affirmative Disclosures:Perspectives on FTC Orders 
William L. Wilkie 
Vol. 1, 1982, 95-110 


Affirmative Disclosures at the FTC: Theoretical 
Framework and Typology of Case Selection 

William L. Wilkie 

Vol. 2, 1983, 3-15 


Affirmative Disclosures: Long Term Monitoring of 
Residual Effects 
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Vol. 2, 1983, 38-45 


. An Empirical Study of Consumers’ Sensitivity to 


Affirmative Disclosure Messages 
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Affirmative Disclosures at the FTC: Objectives for 
the Remedy and Outcomes of Past Orders 
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